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[MARKETINGPLAN]
The following document provides research on current trends in the study abroad
market in the United States. Based on trends, a recommendation of a marketing
plan for the Utah State University College of BusinessStudy Abroad program is
made.

Executive Summary
The College of Busin ess study abroa d program began in the summer of 2007.
The study abroad program promises to be a strong point in the scholastic career of any
student that chooses to participate, as well as a key strategy to the future success of the
College of Business as a whole.
The success of this program comes from overall national growth in the interest of
studying abroad, as well as the trend in business of globa lization. While there seems to
be some competition for the College of Business study abroad program, the specialized
needs that the program addresses provides it with a distinct advantage over many of its
competitors . Because the program is in its infancy , it is crucial that the program provide
a solid marketing mix and clear communication of the program 's benefits to those who
can take advantage of them .

Situation Analysis
According to the Institute of International Education, particip ating in a study
abroad program is a growing trend among students in the U.S. In 2006, the Institute of
International Education did a survey on the number of students participating in a variety
of study abroad programs; the results , compared to 2005 data, showed almost an 8%
increase in study abroad participation . With steady increases seen in the last few years, it
is obvious that students within the U.S. want a taste of the world outside their own
country .
Business students in particular are taking an interest in study abroad programs.
Of the students traveling abroad, students aspiring to obtain business degrees make up

17.5% of all students traveling abroad. While over time this percentage has remained
steady, the number of business students studying abroad is growing at approximately the
same rate as the national average, eight percent.
For years business experts such as Theodore Levitt have been forecasting the
trend of globalization. In his article, "The Globalization of Markets," Levitt discusses
how the world's markets will globalize as technology improves. (Levitt) While Levitt
wrote the article in 1983, his forecast regarding globalization can be seen in the business
world today . As business students face this global economy, it becomes even more
important far them to understand and interact with the global economy before their
business degree is complete .

Market Summary
Studying abroad is becoming common place on college campuses across the
nation . Studies have shown that the number of American students choosing to study
abroad is growing, and for good reason. Some of these reasons are hearsay , others are
scientific fact.
Despite whether the argument is opinionated or fact, one major reason to study
abroad is the benefits it provides to the participants . For as long as there have been study
abroad programs , participants have commented on how the program can change their life.
Recently Dwyer and Peters , of the International Education of Students, performed a
survey to better understand the benefits of a study abroad program . With almost a
unanimous response, those surveyed said they experienced growth in personal, academic,
intercultural , and career development. (Appendix A)
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As the word about study abroad programs spread, and information about the
benefits of study abroad spread, it is no wonder there is a market ripening for study
abroad programs. Students across the nation are learning more about their opportunities
to study abroad with the help of the government, their school, and alumni of past study
abroad experiences.
With a growing market, American students are jumping at the chance to study
abroad. In the last year alone, over 200,000 students have taken advantage of a study
abroad program. (www.opendoors.org )
Of the students nationally that study abroad, the State of Utah has only about
2,300 students traveling abroad each year. This is only one percent of the total U.S.
students studying abroad. If this number was broken down into percentages by majors,
there would be approximately 403 Utah business students that travel abroad each year, as
seen in Figure 1 This is somewhat startling since the culture within Utah is very
internationally-friendly , as discussed in the Market Demographics below.
FIGURE 1
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Knowing a bit more about the students in the College of Business, the market can
be divided into two groups; those that want to study abroad and those that do not. Based
on the international appreciation students at Utah State University have, it can be
assumed that those who to study abroad make up a large majority of the market within
the College of Business. Looking individually at each group, as seen in Table 1, a further
breakdown can take place. First, looking at those that do not want to study abroad;
within this category there are two distinct groups. There are the students that have no
desire to study abroad and those that have no interest because they are not aware of the
program. Second, in looking at those that are interested in studying abroad, there are also
two groups: those that want to study abroad and do, those that want to study abroad, but
for some reason choose not to.
TART .F. 1
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Market Demographics
Nationwide, only approximately one percent of all students attending a higher
education institution participate in a study abroad program. Of this one percent, a vast
majority of the students are Caucasian. Of all students traveling abroad, just over 35%
choose to travel during their junior year, which makes up the majority of students. Many
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students do, however choose to study in their senior year, or at some point in their
undergraduate program. In addition to this, almost two thirds of the current market that
travels abroad is female; this may be due to the fact that the number of women attending
college is increasing faster overall than the number of men.
While many of the national trends hold true to the state of Utah and Utah State
University, there are some trends that are unique to the Utah Market. In 2006, the state of
Utah enrolled 194,324 students in higher education. Of these students, only 1.18%
participated in a study abroad program. (v.rv.rw.nafsa.org) As mentioned in the Market

Summary, this equates to only about 400 Utah business students traveling abroad each
year. In addition to the national statistics regarding Utah, in the spring of 2006, Utah
State University College of Business performed a survey exploring the amount of
international experience its students had, which included both international experiences
and languages besides English. As Dr. Chris Fawson notes in the College of Business

Innovation Fund, forty percent of the students in the College of Business had lived in
another culture for at least three months, and forty-five percent of students were fluent in
a second language other than English. (Fawson)

Market Needs

- --

-

-----------

It is obvious from above that the market that the College of Business study abroad

program faces holds an overall positive opinion on the need to travel abroad. While the
target market may hold positive, yet diverse, opinions, looking further into the market
reveals that the primary market, students, actually has similar needs. First, each student
in the College of Business at Utah State University is looking for a quality education. A
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key element to this education is a team of administrators that are able to prepare students
for the future of business.
As business moves global, the market the College of Business faces must have an
understanding of the importance of gaining a global perspective , and how that can be
accomplished through a study abroad experience. Once the market better understands the
need for a global experience, the market needs assistance in the planning process;
someone to look to in helping to find a program that fits the needs and budget of each
student.

Market Growth
Nationwide, growth in study abroad has increased drastically. In the 1993/1994
school year, 76,000 American students traveled abroad. Compare that to the 2003/2004
school year. In the 2003/2004 school year, American students that studied abroad in
foreign countries totaled approximately 191,000 (http ://www.vistawide.com ). To put this
in perspective, in the last ten years study abroad participation has increased 250%, as
shown in Figure 2. While the number of students participating has increased immensely ,
this is still only 1% of all students in the U.S.
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One percent of students traveling abroad is very low; however, this does mean
that while the market has grown in the last 10 years , there is a large amount of potential
for it to grow much , much more .
Both need for study abroad opportunities and the potential for growth was
recognized by the U.S. Senate in 2005. The U.S. Senate identified 13 reasons that
American students should take the opportunity to study abroad. Reasons included , "It is
the responsibility of the educational system of the United States to ensure that the citizens
of the United States are globally literate; the security, stability, and economic vitality of
the United States in an increasingly global age depend largely upon having a globally
competent citizenry," and "87% of students in the United States between the ages of 18
and 24 cannot locate Iraq on a world map, 83% cannot find Afghanistan, 58% cannot find
Japan , and 11% cannot even find the United States." (www.vistawide.com ) Combined
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with reasons to study abroad, the U.S. Senate signed a resolution that made 2006 the
" Year of Study Abroad." In 2006 , American students studying abroad increased yet
again to 205 ,983 , another successful growth of approximately 108% of the previous year .
(www .opendoors.org )
While these are national statistics , it can be inferred that the growth within the
College of Business at Utah State University follows a similar, if not steeper growth
curve. As discussed in the Market Summary, there is a relatively low number of Utah
students going abroad ; approximately one percent. While this staggering statistic does
not boast well for the current study abroad situation in the State of Utah , for market
growth , this boasts great potential , as seen in Figure 3.

FIGURE3
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SWOT Analysis
The following four sections are issues that are relevant to the success of the
College of Business's study abroad program. Many of the strengths listed are issues that
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the College of Business can continue to capitalize on, as the study abroad program is in
its infancy . Many of the weaknesses discussed are issues that will be worked out as the
program progresses and gains more experience. While the opportunities and threats are
relevant currently, this may not be the case as the program evolves into a more permanent
stage.

Strengths
NATIONAL TRENDS: As seen in the research above, American students are seeing a
need for a study abroad experience as part of their education. Not only are students
recognizing the importance of an experience such as this, but Universities and political
entities, such as the U.S . Senate, are recognizing the need as well, and supporting
students in their efforts.

INFRASTRUCTURE: Because of the amount of time study abroad programs have been
in existence , a strong infrastructure has been set into place between various countries and
the United States . With this infrastructure in place, Universities, such as Utah State
University , can take advantage of programs and relationships that are already in process .
In the fall of 2006 , Dr. Chris Fawson set up an infrastructure that allowed the College of

Business to start a successful study abroad program within the college . With assistance
from the University, the structure was set up to allow the College of Business students
easier access to study abroad programs . In addition to ease, the College of Business
made it possible for students to combine a business perspective with a study abroad
expenence.
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MOLDABLE PROGRAM: Although a strong program has been set into place through
the infrastructure established in 2006 , the College of Business study abroad program is in
its infancy and has the ability to easily change from semester to semester. Upon trying
various things , once the program finds a pattern that works for the administration and the
students, it will be easy to permanently adopt that particular pattern into the program as
the model of the College of Business study abroad program. With a well fitting program,
the College of Business will be able to present the program with a clear competitive
advantage.

VISIONARY LEADERS: While there are no statistics on the type of leaders that have
brought so much success to the study abroad program nationwide, Utah State University,
and particularly the College of Business, has leaders that are forward looking and
invested in the interests of the students, and committed to aiding students in preparing for
their future.

EXPERIENCED ADVISORS : As study abroad programs have grown across the nation ,
opportunities for universities to learn more and expand their study abroad programs have
increased. With this , has come an increase in the knowledge advisors have for these
programs . Utah State University is no exception to this increase in knowledge . With Dr.
Fawson's experience, he knew of the experience both Kay Forsyth and Liz Allred had in
the area of study abroad. With their expertise in the area of study abroad, the program is
able to accomplish the diverse expectations each student has for their study abroad
expenence .
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Weaknesses
COST ADVERSE MARKET: the market at Utah State University, especially within the
College of Business is cost-adverse. While there are no formal statistics on this opinion,
based on primary research, many students have expressed the opinion that they do not
want to pay any more than required to obtain a degree.

FEW FORMALIZED INTERNATIONAL CONTACTS: While the College of
Business's list of contacts in various countries is growing, until they have a more stable
timeline of where they are going, and when they will be in certain locations, it is hard to
establish a formal set of contacts that will help arrange accommodations for those
participating in the College of Business's study abroad program.

TIME: On the first College of Business study abroad program, there were 15 business
credits included with the cost and time commitment of the program. In the future,
however, there doesn't appear to be any kind of package deal such as this. While some
students do not mind taking an extra semester for experiences such as studying abroad,
the market that the College of Business will look to will be greatly decreased without an
offer of an amount of credits close to, or equal to, a full course load included in the
semester they commit to going abroad.

Opportunities
UNTAPPED MARKET: As discussed in the Market Summary, there are very few
students that travel abroad, especially in Utah . This provides excellent potential to see a
large amount of growth in the study abroad market across Utah, including Utah State
University. At Utah State University, and within the College of Business, there is a
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market that has little education about study abroad and have not had a program tailored
and marketed particularly to them in such a way as the current College of Business study
abroad program. The uniqueness of this program is reaching a broader market and
increasing the market that a study abroad program is able to target.

INNOVATIVE LEADER WITHIN INSTITUTION: With a centralized study abroad
program currently in place at Utah State University, the College of Business will have the
opportunity to emerge as a leader in specialized study abroad programs that fit the needs
of the students within their college. Being the first to institute such a program will trigger
curiosity among colleagues of different colleges and allow the College of Business to
gain prestige and notoriety within Utah State University.

SYNERGY WITH CURRENT PROGRAMS : While the College of Business is the first
to institute a college-wide study abroad program , there are several other programs that
tailor to various interests throughout Utah State University. With knowledgeable
advisors, the College of Business will be able to seek out related study abroad programs
and partner with these programs to diversify their program, combining strengths from
both programs to further the success of the study abroad program overall.

DEGREE DIFFERENTATION : In addition to the intangible benefits of study abroad ,
the College of Business could venture in ideas of how to differentiate student's degrees
that participated in the study abroad program . Because the program is college-wide ,
discussion of such a notation is not out of reach .
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Threats

COMPETING PROGRAMS: While similar programs throughout the University are a
good thing, they also become competitors for the College of Business study abroad
program . Students may consider another program that allows them to focus on other
interests rather than business, or students may find something that allows them to focus
on a more specialized area of business. There may also be national programs that the
study abroad office promotes that provide a business related study abroad experience to
students.

ADDITIONAL EXPENSE OF COB AND STUDY ABROAD: The College of Business
has recently raised the price of tuition, which may decrease the number of students
choosing to enter the College of Business. Decreasing the number of students entering
the market limits the number of students that can participate in the study abroad program .
In addition to this , the additional expense of studying abroad may be too overwhelming

for students on top of tuition. This may limit the market even further and be one reason
that students fall into the category of"Those that want to study abroad, but don't. " (Table
1)

Competition
On a national basis, the largest competitors to the study abroad programs include
private companies that provide study abroad opportunities to students , service-learning
opportunities, and service missions to foreign locations. In addition to these organized
groups, leisure travel that students take part in can also be considered a competitor.
Some of the larger competitors in these groups include Educational Tours, Student
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Universe, and Scholastica Travel. On a local level, competitors include the Utah State
University study abroad office, and YouthLINC of Utah.
Educational Tours is a non-profit agency that provides discounted travel to large
groups of students and teachers. Their goal is to improve relations around the world
between various cultures and languages. Established in 1965, Educational Tours is now
the world's largest private education company. Educational Tours currently has over
26,000 employees, volunteers, and participants. A primary reason that Educational Tours
is such a relevant competitor to the Utah State University College of Business study
abroad program is the fact that they are accredited and thus, can issue college credit to
participants of their program. They also have paid staff that give tours full time; one
advantage that most university study abroad programs do not have .
(http://cftours.com / AboutEF /)
Scholastica Travel has been in the private educational tours industry for over
twenty years. Over that period of time, Scholastica Travel has come up with innovative
ideas including overnight supervision for students in 1980, 24-hour emergency assistance
in 1995, and most recently their promise of satisfaction guaranteed. Of all the
innovations that Scholastica Trave l has created , their most recent , satisfaction guaranteed,
provides them with the greatest competitive advantage . Scholastica Travel guarantees
that a group will never have a problem on the trips that are planned by Scholastica , and if
a group does have a problem , and they report it during the trip, they will receive their
money back. (http: //www.sc hol asticatravel.com / about us.htm )
When looking into private travel , students can find great discounts that are
designed just for them. One such company is Student Universe, an online search engine
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that finds cheap travel rates only for students. The competitive advantage that Student
Universe has is the fact that their site allows students to get cheap fares for any number of
people and at any time they would like to go. In addition to this advantage, students that
like to go on vacations with little itinerary will opt for this method because there is no set
schedule that a student must follow. (www.studentuniverse.com)
YouthLINC of Utah is a non-profit agency that leads service mission expeditions
to foreign countries. A volunteer in this program must not only raise donations for those
they will meet in other countries, they must raise donations to fund their own trip; they
cannot pay for the trip out of their own money. With this unique concept, YouthLINC
differentiates itself from all other travel abroad opportunities . In addition to their diverse
methods to travel abroad, YouthLINC is growing rapidly, particularly in the last year, as
seen in Figure 4. Not only is the number of participants taken a huge jump in the last two
years, but Y outhLINC continually is striving to add new locations to their service
missions . In 2008 , Y outhLINC will add another mission to Thai land. In addition to their
rapid growth , YouthLINC has very few paid employees ; rather they have hundreds of
volunteers, with the number wishing to volunteer growing rapidly .
(http://www.yo uthlinc.org/about/history .html)
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Finally the most relevant competitor is the Utah State University study aboard
program. As discussed in the SWOT Analysis , competing study abroad programs offered
in the Study Abroad office are a competitor to the College of Business study abroad
program. While this competition is not intentional , students wishing to travel abroad are
offered many substitutes through the Utah State University Study Abroad Office , thus
making them a clear competitor. (www.usu .edu/studyabroad)

Service Offering
The Utah State University College of Business study abroad program is a
specialized program that leads each of its students (customers) through the entire process
of participating in a study abroad experience. While some may think of the study abroad
program as only an educational travel opportunity , it is an entity of the college that plans
the itinerary of each program , helps students plan and prepare for the trip, and escorts the
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students on each trip, ensuring that each student gains both a cultural and educational
expenence.
Through combining all of the activities of the business curriculum and the study
abroad program , the College of Business can add a great deal of value to their students'
education. This value is not only achieved on an academic level , but a financial level as
well.

Keys to Success
While the concept of the College of Business study abroad program is strong, the
program is still in its infancy , which means that there are select key elements that will
determine the success or failure of the program . These key elements include:
continuously differentiating the College of Business study abroad program from
competin g programs , successfully marketing the product to a number of target markets ,
and workin g with the College of Business to ensure synergy between the degree
program s in the College of Business and the study abroad program.
First, the College of Business must ensure that their program is unique from other
programs . If the study abroad program in the College of Business does not offer a
business-focused perspective in each of its programs , the program will mirror it's
competitors . It is essential that students recognize this differentiation; otherwise the
College of Business study abroad program will become a commodity to those shopping
around for study abroad programs.
Second, the study abroad program must be well marketed, not only to students,
but also to potential supporters of the program. A successful marketing plan will be
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essential to communicate the differences in various study abroad programs, and how the
College of Business ' s program is beneficial to those pursuing a degree in business.
Finally, the study abroad program must differentiate a student ' s degree from those
that choose not to study abroad. It must also be possible for the student to participate in
the program while pursuing a degree in business . Because of these key issues, there must
be a high level of synergy between the study abroad program and all other degree
programs within the College of Business.

Marketing Strategy
The overall goal for the College of Business study abroad program is to provide
students with a unique learning experience that they will find both personally and
professionally enriching. Knowing this goal, the marketing strategy for the study abroad
program will be to help target markets understand the overall goal of the study abroad
program and how they can play a part in it.

Mission Statement
The Utah State University College of Business study abroad program is a program
that gives students a global perspective on business . By allowing students to be
immersed in various cultures, students learn about the world around them as well as
unique business practices within different countries. The mission within the College of
Business study abroad program is to ignite a culture of curiosity within its students
regarding the cultures of other societies and help them learn practices that will benefit
themselves as well as society .
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Marketing Objectives
While there are many priorities within the study abroad program, because of the
infancy of the program, marketing objectives take top priority. Overall the top marketing
objectives include: Generating support for the program, building enrollment, and finally
fueling momentum .
GENERATING SUPPORT: The discussion of generating support was a reoccurring
theme throughout all discussions of both the international program and the marketing
plan. Without outside supporters, it will be difficult for those outside of the college to
understand the impact this program has on students. Support will come in a number of
ways; giving monetary gifts, hosting students in a foreign location, providing contacts
abroad, talking with students about the importance of an international experience, and
many more. Specific objectives relating to marketing in this area include: partnering with
development to generate contacts that will help with social and monetary support, and
working with the College of Business Communications Director to promote and build a
strong reputation for the program.
BUILDING ENROLLMENT: Without students, there is no purpose for the program .
Students must be motivated to travel abroad, and must see the benefits to having an
international experience. With a unified effort, marketing can help to increase student
enrollment and generate excitement among students, eventually motivating them to
participate in the program. Enrollment will primarily come by word of mouth marketing;
students getting their friends to come on a trip with them, telling people about the
amazing experience they had on a previous study abroad trip, or passing on a flyer they
received in a class. Word of mouth marketing will also come through faculty support.
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With every faculty member having a thorough knowledge of the program , they can
advise students on the benefits of participating in a case by case setting. Specifically,
marketing objectives in this area include: 20% growth in enrollment each year, and
growth in study abroad locations.
FUELING MOMENTUM: The momentum that the program is seeing currently has two
paths; first, continuing to increase, and second, slowing down. In order to see the first
option be a reality, the marketing plan must play a role. Through promoting consistent
messages throughout the three goals mentioned above, a general opinion about the
international program will be defined. With the right opinion, momentum will build both
in the college as well as the outside community. Using the excitement and energy from
the first group of students, a charged and excited environment can be created and used to
show off the unique program that the College of Business is creating. While this
objective looks to the long-term aspects of the program more than any other, it is crucial
that objectives be set and accomplished early on . Objectives in this area include:
becoming the top study abroad program at Utah State University in terms of interest and
enrollment within five years, and creating and maintaining a connection to the outside
community through goals within the program.

Financial Objectives
Because the College of Business study abroad program is a non-profit
organization, the financial objectives many vary from those of a for-profit organization.
It must be, however, taken into consideration that there are general expenses associated

with this program that are not figured into the cost per student of the overall program.
Thus, creating and achieving financial goals in the early stages of the study abroad
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program are key to the overall success of the program. While there are many financial
goals, two relate directly to marketing. First, to establish an account that can cover the
general costs associated with the study abroad program that are not included in the
students' costs. Second, establish the financial resources needed to implement a strong
marketing campaign to the various target markets.

Target Marketing
In order for the study abroad program to be successful, support must come from
several markets. These include students in the College of Business, faculty and staff
within the College of Business, private donors interested in the study abroad program ,
and potential international hosts.
STUDENTS WITHIN THE COLLEGE OF BUSINESS : In order to accomplish the
second marketing objective of building enrollment, the study aborad program has only
one market to target. . .students. Students are the market that the program was designed
for, and without their support and participation , there is no purpose for the program . In
order to capture this market, the study abroad program must create programs that are
tailored to the needs of business students. In addition to the program being geared to
benefit the interests of business students, the program must be sensitive to cost and time ;
as college students in general are cost and time sensitive.
FACULTY AND STAFF WITHIN THE COLLEGE OF BUSINESS: Faculty and staff
within the College of Business will play a primary role in the first marketing objective ,
generating support. This market includes faculty, faculty assistants, supporting staff,
administration, and advisors . The key focus of this market is to educate them properly
early on and then utilize them as a marketing resource that students will tum to as the
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program matures. This market is of particular interest early on because if this market is
flooded with mixed opinions about the program, it will be hard to instill in those in the
market accurate information about the program.
PRN ATE DONORS INTERESTED IN THE STUDY ABROAD PROGRAM: Donors

that have an interest in donating to Utah State University and an interest in the business
world abroad will be the focus of this market. Within this market, support will come in
various forms. As mentioned in the Marketing Objectives above, support will be in the
form of a monetary gift, a hosting opportunity, or helping to build relationships between
the College of Business and a foreign contact.
POTENTIAL INTERNATIONAL HOSTS: In support of fueling momentum and
growing the program, it is crucial to establish relationships with potential international
hosts of the program. There is no fixed timeline that shows how long it will take to
establish a study abroad program in a country. This is why is it is crucial to build
relationships early on with potential hosts in order to decrease implementation time of a
new study abroad program . In addition to this , building relationships with others abroad
will help in providing a better program for the students involved and will also help in
building Utah State University ' s reputation as a whole.

Positioning
The Utah State University College of Business study abroad program will
position itself as a specialized study abroad program that focuses on teaching students
global business strategy by allowing them to experience the culture of various countries
and their methods of business. Through synergy with the College of Business, students
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will recognize the applicability of their studies in business to what they learn while
participating in the program.

Marketing Messages
For each goal there are particular messages that will be the most effective in
accomplishing the above mentioned goals. The following messages will be incorporated
into the above goals:
Accomplishing the goal of generating support is best encompassed by two
messages . First, the support obtained will have a very personal impact on each of the
students. Many outside supporters of USU enjoy seeing how their support impacts the
students attending USU. Through the marketing program, the impact made by
contributors can be displayed. Second, the marketing plan will show how the
international program has a direct impact on improving the College of Business's image.
Because the goal of building enrollment takes on such a different target market
than the other goals, the messages supporting this goal are quite different. To appeal to
students, the marketing plan must show that the program is a fun way of accomplishing
some of their business credits. While fun, we must also show that the international
program makes an impact on the final degree. Students want to see that they will have a
competitive advantage when they leave USU. The message must be sent that with added
investment comes added value that is worth more than the investment.
Finally, in order to fuel momentum two distinct messages must be sent both
within the college as well as outside. The idea that the College of Business stands out
from other universities because of programs such as the international program is very
important. In addition to this, the idea that the international program is a necessity will
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aid very much in fueling momentum within the program. A feeling of urgency and
competitiveness always aids in helping fuel momentum.

Marketing Mix
The College of Business study abroad program will utilize the resources that are
currently part of the College of Business as its strongest marketing strategy. Previously,
success has best come by word of mouth marketing through students, faculty, and
administration . With this past success , the College of Business will strive to continue to
utilize this method of marketing as their strongest marketing because of both its
effectiveness and its low cost.
PRODUCTS AND SERVICES: The College of Business will provide study abroad trips
that are tailored to students attaining a business degree. Also included in these services
will be assistance in each step of preparing to go abroad, assistance in how the study
abroad experience will help accomplish a student 's major requirements , and scholastic
preparation for the classes included in the study abroad. With the College of Business
study abroad program, the value added is the expertise of the advisors , the competitive
pricing due to group rates , and the ease it provides the students in every aspect. Through
expertise and the diversity of the College of Business study abroad program from others ,
it is hoped that students will be drawn to the products and services offered by the College
of Business .
PRICING: Pricing for the College of Business study abroad program will be determined
by a combination of two factors: University and College tuition, and variable expenses in
travel. Overall , the goal of the program is to be a cost-efficient program in which any
student that wishes to participate can find the means to do so. In an effort to offset the
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high price that some may encounter , advisors have been informed about several ways
students can find assistance to help pay for their study abroad program.
PROMOTION : The College of Business study abroad program will primarily use word
of mouth marketing to promote the program. As seen in the first year of the study abroad
program, word of mouth marketing was a very effective method of marketing. In
addition to effectiveness, word of mouth marketing is also very cost efficient. Word of
mouth marketing will be done through students that have attended the study abroad
program, presentations made by those overseeing the study abroad program, and faculty
and advisors that are talking with students about the program .
While word of mouth marketing will be the primary focus , a small number of
promotional materials will also be made in order to reach those that are not able to be
reached by word of mouth. These promotional materials will be created by the College
of Busin ess Communications Director in correspondence to what he/she feels best
reflects the study abroad pro gram and the College of Business.

Budget s
As mentioned above , the financial objectives that relate to marketing include to
first establish an account that can cover the general costs associated with the study abroad
program that are not included in the students ' costs , and second, to establish the financial
resources needed to implement a strong marketing campaign to the various target
markets . Establishing a budget that will cover the general costs of the study abroad
program must be done by those that oversee the program and may be out of the scope of
this paper.
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One thing that is important to note in the budget is that several different marketing
campaigns can result from a list of promotional materials depending on the target market
and budget that is available. While a recommended budget will be discussed with those
in authority, it is important to note that items can be added or taken out depending on the
changing markets and the fluctuating budget that the college gives to this campaign.

Controls
With the ever changing market, and the strong growth that is expected for the
College of Business study abroad program , it is important for controls to be in place for
the marketing campaign. The marketing efforts for the study abroad program should be
analyzed after each study abroad program has been completed , ensuring that each
experience holds true to the messages that the marketing campaign is promoting as well
as to add diversity to the marketing campaign with new locations and experiences. Also,
the marketing campaign should be looked at annually to ensure that the goals of the
program , as stated in the Marketing Objectives section, are being accomplished . If these
goals are not being accomplished , both the goals as well as the marketing campaign
should be reanalyzed.
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Appendix B

Summary of Plan Used in Presentation and Application

Executive Summary
The College of Business study abroad program began in the summer of 2007.
The study abroad program promises to be a strong point in the scholastic career of any
student that chooses to participate, as well as a key strategy to the future success of the
College of Business as a whole.
The success of this program comes from overall national growth in the interest of
studying abroad, as well as the trend in business of globalization. While there seems to
be some competition for the College of Business study abroad program, the specialized
needs that the program addresses provides it with a distinct advantage over many of its
comp etitors. Because the program is in its infancy, it is crucial that the program provide
a solid marketing mix and clear communication of the program's benefits to those who
can take advantage of them .

2

I. Study Abroad Trends
For years business experts such as Theodore Levitt have been forecasting the
trend of globalization. In his article, "The Globalization of Markets," Levitt discusses
how the world's markets will globalize as technology improves. (Levitt) While Levitt
wrote the article in 1983, his forecast regarding globalization can be seen in the business
world today. As business students face this global economy, it becomes even more
important for them to understand and interact with the global economy before their
business degree is complete.
a. National Trends: According to the Institute of International Education,
participating in a study abroad program is a growing trend among students in the
U.S. In 2006, the Institute oflntemational Education did a survey on the number
of students participating in a variety of study abroad programs; the results ,
compared to 2005 data, showed almost an 8% increase in study abroad
participation. With steady increases seen in the last few years, it is obvious that
students within the U.S. want a taste of the world outside their own country.
Business students in particular are taking an interest in study abroad programs.
Of the students traveling abroad, students aspiring to obtain business degrees
make up 17.5% of all students traveling abroad. While over time this percentage
has remained steady , this steady percentage shows that the number of business
students studying abroad is growing at approximately the same rate as the national
average, eight percent. One reason many say they chose to study abroad is the
benefits it provides to the participants. For as long as there have been study
abroad programs, participants have commented on how the program can change
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their life. Recently Dwyer and Peters, of the International Education of Students,
performed a survey to better understand the benefits of a study abroad program.
With almost a unanimous response, those surveyed said they experienced growth
in personal, academic, intercultural, and career development. (Appendix A) As
the word about study abroad programs spread, and information about the benefits
of study abroad spread, it is no wonder there is a market ripening for study abroad
programs. Students across the nation are learning more about their opportunities
to study abroad with the help of the government , their school, and alumni of past
study abroad experiences.
b. State of Utah Trends: Of the students nationally that study abroad, the State of
Utah has approximately 2,300 students traveling abroad each year (Open Doors).
This turns out to be one percent of the total U.S. students studying abroad . If this
number was broken down into percentages by majors, there would be
approximately 403 Utah business students that travel abroad each year, as seen in
Figure I
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c. Utah State University Trends: in the spring of 2006, Utah State University
College of Business performed a survey exploring the amount of international
experience its students had, which included both international experiences and
languages besides English. As Dr. Chris Fawson notes in the College of Business

Innovation Fund, forty percent of the students in the College of Business had
lived in another culture for at least three months, and forty-five percent of
students were fluent in a second language other than English. (Fawson)

II. Marketing Objectives
While there are many priorities within the study abroad program, because of the
infancy of the program, marketing objectives take top priority. Overall the top marketing
objectives include: Generating support for the program, building enrollment , and fueling
momentum.
a. Generating Support: The discussion of generating support was a reoccurring
theme throughout all discussions of both the international program and the
marketing plan. Without outside supporters, it will be difficult for those
outside of the college to understand the impact this program has on students.
Support will come in a number of ways; giving monetary gifts, hosting
students in a foreign location, providing contacts abroad, talking with students
about the importance of an international experience, and many more. Specific
objectives relating to marketing in this area include: partnering with
development to generate contacts that will help with social and monetary
support, and working with the College of Business Communications Director
to promote and build a strong reputation for the program.
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b. Building Enrollment: Without students, there is no purpose for the program.
Students must be motivated to travel abroad, and must see the benefits to
having an international experience. With a unified effort, marketing can help
to increase student enrollment and generate excitement among students,
eventually motivating them to participate in the program. Enrollment will
primarily come by word of mouth marketing; students getting their friends to
come on a trip with them, telling people about the amazing experience they
had on a previous study abroad trip, or passing on a flyer they received in a
class. Word of mouth marketing will also come through faculty support.
With every faculty member having a thorough knowledge of the program,
they can advise students on the benefits of participating in a case by case
setting. Specifically, marketing objectives in this area include: 20% growth in
enrollment each year, and growth in study abroad locations.
c. Fueling Momentum: The momentum that the program is seeing currently has
two paths; first, continuing to increase , and second , slowing down. In order to
see the first option be a reality, the marketing plan must play a role. Through
promoting consistent messages throughout the three goals mentioned above, a
general opinion about the international program will be defined. With the
right opinion, momentum will build both in the college as well as the outside
community. Using the excitement and energy from the first group of students,
a charged and excited environment can be created and used to show off the
unique program that the College of Business is creating. While this objective
looks to the long-term aspects of the program more than any other, it is crucial
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that objectives be set and accomplished early on. Objectives in this area
include: becoming the top study abroad program at Utah State University in
terms of interest and enrollment within five years, and creating and
maintaining a connection to the outside community through goals within the
program.

III. Marketing Messages
For each goal there are particular messages that will be the most effective in
accomplishing the above mentioned goals. The following messages will be incorporated
into the above goals:
a. Generating Support: Accomplishing the goal of generating support is best
encompassed by two messages. First, the support obtained will have a very
personal impact on each of the students. Many outside supporters of USU
enjoy seeing how their support impacts the students attending USU. Through
the marketing program, the impact made by contributors can be displayed.
Second, the marketing plan will show how the international program has a
direct impact on improving the College of Business's image .
b. Building Enrollment: Because the goal of building enrollment takes on such a
different target market than the other goals, the messages supporting this goal
are quite different. To appeal to students, the marketing plan must show that
the program is a fun way of accomplishing some of their business credits.
While fun, we must also show that the international program makes an impact
on the final degree. Students want to see that they will have a competitive
advantage when they leave USU. The message must be sent that with added
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investment comes added value that is greater than the investment.
c. Fueling Momentum: In order to fuel momentum two distinct messages must
be sent both within the college as well as outside. The idea that the College of
Business stands out from other universities because of programs such as the
international program is very important. In addition to this, the idea that the
international program is a necessity will aid very much in fueling momentum
within the program.

IV. Target Marketing
In order for the study abroad program to be successful , support must come from
several markets. These include students in the College of Business, faculty and staff
within the College of Business, private donors interested in the study abroad program ,
and potential international hosts.
a. Students within the College of Business: In order to accomplish the
second marketing objective of building enrollment, the study abroad
program has only one market to target. . .students . Students are the market
that the program was designed for , and without their support and
participation , there is no purpose for the program. In order to capture this
market, the study abroad program must create programs that are tailored to
the needs of business students . In addition to the program being geared to
benefit the interests of business students, the program must be sensitive to
cost and time ; as college students in general are cost and time sensitive.
b. Faculty and Staff within the College of Business : Faculty and staff within
the College of Business will play a primary role in the first marketing
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objective, generating support. This market includes faculty, faculty
assistants, supporting staff, administration, and advisors. The key focus of
this market is to educate them properly early on and then utilize them as a
marketing resource that students will tum to as the program matures. This
market is of particular interest early on because if this market is flooded
with mixed opinions about the program, it will be hard to instill in the
market accurate information about the program.
c.

Private Donors Interested in the Study Abroad Program: Donors that
have an interest in donating to Utah State University and an interest in the
business world abroad will be the focus of this market. Within this
market, support will come in various forms. As mentioned in the
Marketing Objectives above, support will be in the form of a monetary
gift, a hosting opportunity, or helping to build relationships between the
College of Business and a foreign contact.

d.

Potential International Hosts : In support of fueling momentum and
growing the program, it is crucial to establish relationships with potential
international hosts of the program. There is no fixed time line that shows
how long it will take to establish a study abroad program in any one
country. This is why is it is crucial to build relationships early on with
potential hosts in order to decrease implementation time of a new study
abroad program. In addition to this, building relationships with others
abroad will help in providing a better program for the students involved
and will also help in building Utah State University's reputation overall.
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V. Program Overview
Students looking into studying abroad at Utah State University have four options
when choosing to study abroad. These options include: the College of Business intensive
summer program , the College of Business Junior Year Experience, the traditional
semester study abroad through the Utah State University Study Abroad Office, and an
international internship.
a. College of Business Intensive Summer Study Abroad Program: The first
venture the College of Business Study Abroad program took was in the
Summer of 2007. This program was the intensive summer study abroad
program. The program was tailored to what students within the College of
Business wanted out of a study abroad program that they were not finding in
other study abroad programs. The program includes 12-15 business credits
that cover some of the general requirements for every business major at Utah
State University. The program begins approximately one month before the
students leave to travel abroad. There, the students participate in an intensive
academic program that provides them with the foundations of each class and
the tools they will need for the country, or countries, they will visit. Once the
classroom portion of the program is over, students travel abroad , building on
each classroom topic from experts in the international field as well as through
their own application.
b. Junior Year Experience: The Junior Year Experience is the future of the
College of Business Study Abroad program. In a business student's junior
year, they will have the opportunity to participate in the international program .

In the fall semester of their junior year, students will take a group of classes
that provide a heavier emphasis on international issues. Toward the end of the
semester, students will leave the Utah State University campus for a short
period of time, about two weeks, and travel abroad. In this amount of time,
students will apply what they have learned in the fall semester to their
experience abroad. In addition to application, students will also have the
opportunity to meet with experts in various areas of business and learn from
their experiences. Once fall semester is complete , students will have the
option during spring semester to participate in either an internship dealing
with international business, or an internship abroad.
c. Traditional Semester Abroad: Many students may not find what they are
looking for within the one of the College of Business study abroad programs.
If this is the case, students can find a much larger variety of study abroad
programs through the Utah State University study abroad office. Through this
office, students can look at several programs arranged through Utah State
University and many other programs that are nation wide. While each
program is unique , the Utah State University Study Abroad Office can provide
general help in preparation for a study abroad experience to students looking
at any study abroad program, including the programs offered by the College
of Business.
d. International Internships: Another option that acts as a substitute to studying
abroad is an international internship. Rather than providing an academic
approach to international experience, an international internship allows
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students the opportunity to gain work experience in an international setting.
At Utah State University, students can look to various advisors including the
internship advisors and international advisors for help in finding international
internships. Much like the traditional study abroad, students can look to
national organizations that aid in international internship searches as well as
private companies.

VI. Competitive Assessment
a. Direct Competitors : The College of Business Study Abroad program
faces many direct competitors. The most relevant competitor in this
category is the USU Study Abroad office. Competing study abroad
programs offered in the Study Abroad office are a competitor to the
College of Business study abroad program because of the ease that
students at Utah State University have in accessing the office . While
this competition is not intentional, students wishing to travel abroad
are offered many substitutes through the Utah State University Study
Abroad Office, thus making them a clear competitor.
(www .usu .edu/studyabroad) In addition to this, the expertise that the
Utah State University Study Abroad office has, the diversity in
programs they offer, and the experience they have also make them a
direct competitor.
b. Indirect Competitors: The College of Business Study Abroad program
will also face many indirect competitors in the study abroad market.

These competitors include: Educational Tours, Student Universe, and
YouthLINC.
1.

Educational Tours: Educational Tours is a non-profit agency
that provides discounted travel to large groups of students and
teachers. Their goal is to improve relations around the world
between various cultures and languages. Established in 1965,
Educational Tours is now the world's largest private education
company. Educational Tours currently has over 26,000
employees, volunteers, and participants. A primary reason that
Educational Tours is such a relevant competitor to the Utah
State University College of Business study abroad program is
the fact that they are accredited and thus, can issue college
credit to participants of their program. They also have paid
staff that give tours full time; one advantage that most
university study abroad programs do not have.
(http://eftours .com/AboutEF/)

11.

Student Universe: When looking into private travel, students
can find great discounts that are designed just for them . One
such company is Student Universe, an online search engine that
finds cheap travel rates only for students . The competitive
advantage that Student Universe has is the fact that their site
allows students to get cheap fares for any number of people
and at any time they would like to travel. In addition to this

advantage, students that like to go on vacations with little
itinerary will opt for this method because there is no set
schedule that a student must follow.
(www.studentuniverse.com)
n1. YouthLINC: YouthLINC is a non-profit agency that leads
service mission expeditions to foreign countries. A volunteer
in this program must not only raise donations for those they
will meet in other countries , they must raise donations to fund
their own trip; they cannot pay for the trip out of their own
money. With this unique concept, YouthLINC differentiates
itself from all other travel abroad opportunities. In addition to
their diverse methods to travel abroad, YouthLINC is growing
rapidly, particularly in the last year, as seen in Figure 2. Not
only is the number of participants taken a huge jump in the last
two years, but YouthLINC continually is striving to add new
locations to their service missions. In 2008, Y outhLINC will
add another mission, this time to Thailand. In addition to their
rapid growth, YouthLINC has very few paid employees; rather
they have hundreds of volunteers, with the number wishing to
volunteer growing rapidly.
(http ://www .youth1inc.org/about/histor y.html)
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c. SWOT: Listed in Table 1 and described below are the strengths,
weaknesses, opportunities, and threats currently facing the College of
Business Study Abroad program. Many of the comments below are
relative to the current situation that the program is in; however, the
analysis below will likely change as the study abroad program reaches
a more mature stage in it's lifecycle.

15

TABLE 1
Strengths

Weaknesses

*Good Infrastructure
*Visionary Leaders

*Cost Adverse Market
*Few Formalized Contacts
*Time Requirements of the
Primary Market

*Experienced Advisors
*Changeable Program

Opportunities
*Large Potential Market

Threats
*Infancy of Program

*Becoming a Leader within
the University
*Synergy with Current
Programs
*Degree Differentiation

* Direct and indirect
competitors

1.

Strengths Internal to the College of Business: Even in its
infancy, the College of Business Study Abroad program boasts
many strengths . These strengths are: good infrastructure,
visionary leaders , experienced advisors, and a changeable
program.
1. Good Infrastructure: Because of the amount of time

study abroad programs have been in existence, a strong
infrastructure has been set into place between various
countries and the United States. With this
infrastructure in place, Universities, such as Utah State
University, can take advantage of programs and
relationships that are already in process . In the fall of
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2006, Dr. Chris Fawson set up an infrastructure that
allowed the College of Business to start a successful
study abroad program within the college. With
assistance from the University, the structure was set up
to allow the College of Business students easier access
to study abroad programs. In addition to ease, the
College of Business made it possible for students to
combine a business perspective with a study abroad
expenence.
2. Visionary Leaders: While there are no statistics on the
type of leaders that have brought so much success to the
study abroad program nationwide, Utah State
University, and particularly the College of Business,
has leaders that are forward-looking and invested in the
interests of the students, and committed to aiding
students in preparing for their future.
3. Experienced Advisors: As study abroad programs have
grown across the nation, opportunities for universities
to learn more and expand their study abroad programs
have increased. With this has come an increase in the
knowledge advisors have for these programs. Utah
State University is no exception to this increase in
knowledge. With Dr. Fawson's experience , he knew of
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the experience both Kay Forsyth and Liz Allred had in
the area of study abroad. With their expertise in the
area of study abroad, the program is able to accomplish
the diverse expectations each student has for their study
abroad experience.
4. Changeable Program: Although a strong program has
been set into place through the infrastructure
established in 2006, the College of Business study
abroad program is in its infancy and has the ability to
easily change from semester to semester. Upon trying
various things, once the program finds a pattern that
works for the administration and the students, it will be
easy to permanently adopt that particular pattern into
the program as the model of the College of Business
study abroad program. With a well fitting program , the
College of Business will be able to present the program
with a clear competitive advantage .

11.

Weaknesses Internal to the College of Business : The College
of Business faces some obstacles in the Study Abroad program
that could be worked out through maturity of the program as
well as internal changes as needed . Relevant weaknesses

include : a cost adverse market, few formalized international
contacts, and time requirements for the primary target market.
I. Cost Adverse Market: the market at Utah State
University, especially within the College of Business is
cost-adverse. While there are no formal statistics on
this opinion, based on primary research, many students
have expressed the opinion that they do not want to pay
any more than required to obtain a degree .
2. Few Formalized Contacts: While the College of
Business's list of contacts in various countries is
growing , until they have a more stable timeline of
where they are traveling for the study abroad program,
and when they will be in certain locations, it is hard to
establish a formal set of contacts that will help arrange
accommodations for those participating in the College
of Business's study abroad program.
3. Time Requirements of the Primary Market: On the first
College of Business study abroad program, there were
15 business credits included with the cost and time
commitment of the program. In the future, however,
there doesn't appear to be any kind of package deal
such as this. While some students do not mind taking
an extra semester for experiences such as studying
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abroad, the market that the College of Business will
look to will be greatly decreased without an offer of an
amount of credits close to, or equal to, a full course
load included in the semester they commit to going
abroad.
111.

Opportunities External to the College of Business: With a clear
growth stage approaching the College of Business Study
Abroad program , there are many external opportunities that the
study abroad program will be able to take advantage of. These
opportunities include: A large potential market, becoming a
leader within the university, synergy with current programs,
and degree differentiation possibilities.
1. Large Potential Market: With just over one percent of
all Utah students in higher education traveling abroad ,
there is excellent potential to see a large amount of
growth in the study abroad market across Utah ,
including Utah State University. At Utah State
University, and within the College of Business, there is
a market that has minimum education about study
abroad and has not had a program tailored and
marketed particularly to them in such a way as the
current College of Business study abroad program. The
uniqueness of this program is reaching a broader market
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and increasing the market that a study abroad program
is able to target.
2. Becoming a Leader within the University : With a
centralized study abroad program currently in place at
Utah State University, the College of Business will
have the opportunity to emerge as a leader in
specialized study abroad programs that fit the needs of
the students within their college. Being the first to
institute such a program will trigger curiosity among
colleagues of different colleges and allow the College
of Business to gain prestige and notoriety within Utah
State University.
3. Synergy with Current Programs at Utah State
University: While the College of Business is the first to
institute a college-wide study abroad program , there are
several other programs that tailor to various interests
throughout Utah State University. With knowledgeable
advisors, the College of Business will be able to seek
out related study abroad programs and partner with
these programs to diversify their program, combining
strengths from both programs to further the success of
the study abroad program overall.
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4. Degree Differentiation: In addition to the intangible
benefits of study abroad, the College of Business could
venture in ideas of how to differentiate student's
degrees that participated in the study abroad program.
Because the program is college-wide , discussion of
such a notation is not out of reach.
1v. Threats External to the College of Business: With the infancy
of the College of Business Study Abroad program there are
situations in the external environment that may threaten the
program, the most relevant being the direct and indirect
competitors discussed in sections a and b above.
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